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ATTITUDE AND OPINION MEASUREMENT 


Attitude Changes Toward Foreign Products, C. C. 
REIERSON, November, 385. 


This article uses the experimental approach in discussing 
the possible influence of various communication media on the 
foreign product image of the American consumer. 


Can New Product Buyers be Identified? E. A. PES- 
SEMIER, P. C. BURGER, and D. J. TIGERT, 
November, 349. 


Insights into the characteristics of buyers and nonbuyers of a 
new branded detergent are presented. They are based on 
measures from both before and after the new product introduc- 
tion and have been analyzed by cross-classification, regression, 
and discriminant procedures. 


Customer Impulse Purchasing Behavior, D. T. KOL- 
LAT and R. P. WILLETT, February, 21. 


In past studies of impulse buying, the customer usually was 
ignored. This article attempts to explain customer differences 
in unplanned purchasing behavior. Thus serious questions are 
raised about the meaning and significance of impulse buying. 


Exploration of Perceived Risk and Willingness to Try 
New Products, An, D. T. POPIELARZ, November, 
368. 


Consumer decisions involving new products are generally 
recognized as potentially high-risk situations. This article 
explores the relationship between willingness to try new prod- 
ucts and willingness to accept different forms of risk expressed 
as a dimension of cognitive style. Data suggest that cognitive 
style relates to trying new products. 


Exploring Interaction in a Marketing Situation, GER- 
ALD ALBAUM, May, 168. 


This exploratory study of the relationship between sales 
success of selected gasoline service stations and certain inter- 
action characteristics of their personnel shows the importance 
of interaction in marketing. 


Household Correlates of Package-Size Proneness for 
Grocery Products, R. E. FRANK, S. P. DOUGLAS, 
and R. E. POLLI, November, 381. 


The authors report the results of a study of the relationship 
between how much a household concentrates its purchases on 
small package sizes of a grocery product and its socioeconomic 
and purchase characteristics. Separate analyses are reported 
for each of 31 grocery products. 


Influence of Product Preference on Dissonance Reduc- 
tion, L. A. LOSCIUTO and ROBERT PERLOFF, 
August, 286. 


As predicted by cognitive dissonance theory, people choosing 
between desirable products subsequently rated the chosen 
product as more desirable and the unchosen as less desirable. 
They had also greater retention of written material about the 
chosen alternative; though this trend was not satistically 
significant. 


Interpersonal Orientation to the Study of Consumer 
Behavior, An, J. B. COHEN, August, 270. 


An integrated framework for studying interpersonal aspects 
of consumer decision making is presented. The article de- 
scribes a scale for measuring a person’s interpersonal orienta- 
tions. A study is reported that examines relationships between 
these traits and product and media choices. 


Laboratory Experiments in Marketing: The Experi- 
menter Effect, M. VENKATESAN, May, 142. 


Research findings in the experimental social psychology area 
indicate the phenomenon of the experimenter effect. Major 
research findings are reviewed, and implications for laboratory 
experiments in marketing are considered. Some measures are 
also suggested to reduce experimenter bias. 


Models of Man as Defined by Marketing Research, 
A. J. KOVER, May, 129. 


Is there a common marketing model of man? Implicitly very 
probably, but how adequate the model is can be another ques- 
tion. 


Role of Product-Related Conversations in the Diffusion 
of a New Product, JOHAN ARNDT, August, 291. 


This article reports an experiment designed to investigate 
the short-term sales effects of product-related conversations. 
The results show that exposure to favorable comments aid 
acceptance of a new product, while unfavorable comments 
hinder it. 
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Selecting Scales to Measure Attitude Change, G. D. 
|. HUGHES, February, 85. 


This article reports a study comparing the Thurstone Scale, 
a modification of the semantic differential, and the checklist 
scales for their ability to detect changes in attitudes, their test- 
retest reliability and their acceptance among respondents. 


Self-Confidence and, Persuasion in Car Buying, G. D. 
« BELL, February, 46. 


Intensive interviews with 234 new car buyers reveal that 
those with general self-confidence tend to have high specific 
self-confidence in their car buying ability. These two factors 
combine to influence consumer use of friends as purchase 
helpers. Consumers and their purchase helpers form a buying 
team whose specific self-confidence is curvilinearly related to 
persuasibility. 


Semantic Generalization in the Formation of Consumer 
Attitudes, J. K. KERBY, August, 314. 


Marketers of consumer durable goods may assume that 
purchasers will transfer attitudes about an establisted product 
to a new product if the same brand name is used. This study 
casts serious doubt on such an assumption. 


Study of Selected Opinion Measurement Techniques, 
A. H. H. KASSARJIAN and MASAO NAKANISHI, 
May, 148. 


This study compares seven marketing research methods for 
selecting a brand name. All methods indicate an adequate, 
high test-retest reliability. Inter-method correlations indicate 
that six of the seven methods generate nearly identical results, 
affirming an assumption often made but seldom tested. 


Testing A New Corporate Name, E. E. HEATON, JR., 
August, 279. 


Research on new corporate or brand names—when it is done 
at all—frequently measures only overall preference for one 
name over another. With such an approach, other important 
criteria such as distinctiveness, memorability, idea content and 
product-line compatibility may not receive sufficient research 
attention, even though they may be prime determinants of a 
new name’s effectiveness. This article presents a case study of 
research on a new corporate name in which a variety of tech- 
niques were used to study the factors that are sometimes by- 
passed in name-testing research. 


Use of Paired-Comparison Analysis to Increase Sta- 
tistical Power of Ranked Data, LOUIS COHEN, 
August, 309. 


Reported on is an artifact that often lowers the statistical 
power of ranked data and clouds the relationships among the 
stimuli ranked. A method that uses paired-comparison analy- 
sis of the same data is suggested for increasing the statistical 
power of the rank data. 
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BRAND LOYALTY AND PREFERENCE STUDIES 


Comparison of Brand-Share Data by Three Reporting 


Systems, HENRY ASSAEL, November, 400. 


Brand-share data derived from three reporting systems: 
store audits, consumer panels, and a centralized telephone 
survey, are correlated to determine the comparability of the 
measures. All three systems are in close agreement in measur- 
ing changes in market shares for relatively stable brands. For 
stable brands, the extent of agreement between measures is low 
and can be explained by chance variation alone. 


Correlates of Grocery Product Consumption Rates, 


R. E. FRANK, W. F. MASSY, and H. W. BOYD, 
May, 184. 


Media strategies aimed at penetrating the heavy half are 
frequently based on matching socioeconomic and demographic 
profiles of the media under consideration to those believed 
representative of the target group. This assumes that socio- 
economic and demographic variables are correlated with 
product consumption. The authors evaluate the validity of this 
assumption by analyzing the relationship between socio- 
economic-demographic variables and consumption for each 
of 57 grocery products. 


Determinants of Private Brand Attitude, J. G. MYERS, 


February, 73. 


Differences in price and promotional elasticity are potentially 
the most useful criteria for market segment identification of 
low cost consumer goods. This article presents an approach to 
segment identification using private brand attitudes. Various 
possible determinants are tested on data from a field study of 
females’ attitudes toward private brands. 


Effect of Question Wording on Response Distribution, 


MARVIN BELKIN and SEYMOUR LIEBERMAN, 
August, 312. 


The effect of different question wordings on response distri- 
bution is often discussed but seldom empirically tested. Even 
if the wordings are empirically tested, differences in response 
distribution are not usually noted. This note discusses a study 
in which different question wordings were tested and different 
response distributions were found. 


Family Branding and Consumer Brand Choice, J. 
N. FRY, August, 237. 


Generalized preferences, inferred from a positive association 
in household purchasing behavior for a family brand across 
product categories, are operate for a wide variety of family 
brands and product categories. The degree of generalized 
preference for a family brand across specified product cate- 
gories seems to be related positively to the similarity of brand 
competition and object brand price levels for those products. 


Household Correlates of Purchase Price for Grocery 


Products, R. E. FRANK, P. E. GREEN, and H. F. 
SIEBER, JR., February, 54. 
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The authors report a study of the correlation between selected 
household socioeconomic and purchasing characteristics and 
the average purchase price paid for a grocery product, repli- 
cated over each of 44 different food and household items. 
Though the partial correlations are low, they nonetheless are 
reasonably consistent across products. 


Influence of Product Preference on Dissonance Reduc- 
tion, L. A. LOSCIUTO and ROBERT PERLOFF, 
August, 286. 


See “Attitude and Opinion Measurement.” 


Interpersonal Orientation to the Study of Consumer 
Behavior, An, J. B. COHEN, August, 270. 


See “Attitude and Opinion Measurement.” 


CONSUMER AND MARKET AREA RESEARCH 


Attitude Changes Toward Foreign Products, C. C. 
REIERSON, November, 385. 


See “‘Attitude and Opinion Measurement.” 


Can New Product Buyers be Identified? E. A. PES- 
SEMIER, P. C. BURGER, and D. J. TIGERT, 
November, 349. 


See ‘“‘Attitude and Opinion Measurement.” 


Competitive Impact of a New Supermarket, L. P. 
Bucklin, November, 356. 


The opening of a large supermarket creates heightened 
competition and concern about the concentration of food sales. 
This article explores the effect of one such opening. Before and 
after measures of market share are used to determine the kinds 
of store that were affected and the kind of patronage attracted. 


Conditional Trend Analysis: A Breakdown by Initial 
Purchasing Level, G. J. GOODHARDT and A. S. 
C. EHRENBERG, May, 155. 


A method of analyzing the components of a trend in con- 
sumer purchasing is described. An empirically-based mathe- 
matical model is first used to predict the purchasing pattern 
in the absence of a trend. Comparison between the observed 
data and these predicted norms permits a detailed evaluation of 
the trend. Two examples of practical applications of the 
technique are presented. 


Consumer Convenience and Retail Area Structure, 
D. L. THOMPSON, February, 37. 


This article presents five behavioral propositions to a model 
of retail area structure. A method is illustrated for using Census 
data to evaluate changes in the pattern of commercial domi- 
nance within a metropolitan retail trading area. 
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Consumption Coincidence in Product Evaluation, W. 
P. DOMMERMUTH and WILLIAM J. MILLARD, 
JR., November, 388. 


Can environmental conditions, extraneous to the product 
but coincidental with its use, affect consumers’ evaluations of 
product quality? This article’s experimental study suggests 
that they can and discusses some potential implications. 


Correlates of Grocery Product Consumption Rates, 
R. E. FRANK, W. F. MASSY, and H. W. BOYD, 
May, 184. 


See “Brand Loyalty and Preference Studies.” 


Customer Impulse Purchasing Behavior, D. T. KOLLAT 
and R. P. WILLETT, February, 21. 


See ‘‘Attitude and Opinion Measurement.” 


Determinants of Private Brand Attitude, J. G. MYERS, 
February, 73. 


See “Brand Loyalty and Preference Studies.” 


Developing Marketing Sirategy Through Multiple Re- 
gression, E. D. WIRTH, JR., August, 318. 


This note comments on the interpretation of multiple re- 
gression results in marketing analysis. 


Exploration of Perceived Risk and Willingness to Try 
New Products, An, D. T. POPIELARZ, November, 
368. 


See ‘Attitude and Opinion Measurement” 


Exploring Interaction in a Marketing Situation, 
GERALD ALBAUM, May, 168. 


See “Attitude and Opinion Measurement.” 


Family Branding and Consumer Brand Choice, J. 
N. FRY, August, 237. 


See “Brand Loyalty and Preference Studies.” 


Handling the Neutral Vote in Paired Comparison 
Product Testing, S. H. ODESKY, May, 199. 


The number of “‘no preference” responses in a paired com- 
parison test can definitely be influenced by the wording of the 
question. More important, allocation of such responses among 
the total test score can have serious effects. This article sug- 
gests a method for handling the neutral vote. 


Household Correlates of Package-Size Proneness for 
Grocery Products, R. E. FRANK, S. P. DOUGLAS, 
and R. E. POLLI, November, 381. 


See “Attitude and Opinion Measurement.” 
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Household Correlates of Purchase Price for Grocery 
Products, R. E. FRANK, P. E. GREEN and H. F. 
SIEBER, JR., February, 54. 


See “Brand Loyalty and Preference Studies.” 


Increasing Precision of Market Testing, D. K. HARDIN 
and RAYMOND MARQUARDT, November, 396. 


One of today’s most important trends in marketing manage- 
ment is the increasing use of objective decision criteria. As a 
result, market researchers must offer increased data accuracy 
at acceptable cost levels. This article describes one method— 
pairing test stores—of meeting this challenge. This technique 
consistently increased the accuracy in sales prediction data in 
testing marketing alternatives. 


Influence of Product Preference on Dissonance Reduc- 
tion, L. A. LOSCIUTO and ROBERT PERLOFF, 
August, 286. 


See “Attitude and Opinion Measurement.” 


Interpersonal Orientation to the Study of Consumer 
Behavior, An, J. B. COHEN, August, 270. 


See “Attitude and Opinion Measurement.” 


Models of Man as Defined by oe Research, 
A. J. KOVER, May, 129. 


See “Attitude and Opinion Measurement.” 


Note on Direct Observation of Purchasing Behavior, 
Claremont Graduate School Class in Marketing 
Research; Reply: W. D. WELLS and L. A. LO- 
SCIUTO, November, 402. 


The recent Wells and Lo Sciuto article on direct observa- 
tional techniques of purchasing behavior is critically analyzed. 
Discussed are inherent weaknesses in the techniques as well 
as the authors’ subjective reading of the empirical data. 


Observational Criterion of Repurchase Performance, 
An, R. F. FREVERT, August, 249. 


The period immediately following the consumer’s initial 
purchase of a new product is an appropriate time to study the 
beginnings of repurchase behavior as well as to measure ac- 
companying attitude changes. This article describes an observa- 
tional-analytical design for developing this information. The 
design applies for products that remain in their original pack- 
ages until used such as a new toothpaste or floor wax as com- 
pared with a new toilet soap. 


Paired Comparisons and Graph Theory, J. B. KER- 
NAN, February, 67. 


See “Methodology Not Elsewhere Classified.” 
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Role of Product-Related Conversations in the Diffu- 
sion of a New Product, JOHAN ARNDT, August, 
291. 


See ‘“‘Attitude and Opinion Measurement.” 


Sales Planning and Control Using Absorption Markov 
Chains, W. W. THOMPSON, JR. and J. U. Mc- 
NEAL, February, 62. 


A stochastic model that generates data for sales planning 
and control is described. An example is presented that shows 
how these data are used to plan short-run sales activities and 
train effective salesmen. In the model, changes in customer 
propensities to buy are treated as Markov processes. Finally, 
it is suggested that the concepts developed here may be com- 
puterized and integrated into existing systems for planning and 
control. 


Savings and Loans in New Submarkets: Search for 
Predictive Factors, PRESTON MARTIN, May, 163. 


What are the predictive factors related to savings inflows in 
new savings and loan offices? Analysis of a sample of southern 
California offices reveals the importance of growth and the 
promotional aggressiveness of existing competitors in sub- 
markets as predictive factors. The analysis casts doubt on 
the reliability of static measures such as population, average 
income, and savings penetration. 


Selecting Scales to Measure Attitude Change., G. D. 
HUGHES, February, 85. 
See “Attitude and Opinion Measurement.” 
Self-Confidence and Persuasion in Car Buying, G. D. 
BELL, February, 46. 


See ‘Attitude and Opinion Measurement.” 


Semantic Generalization in the Formation of Con- 
sumer Attitudes, J. K. Kerby, August, 314. 


' See “Attitude and Opinion Measurement.” 
Study of Selected Opinion Measurement Techniques, 


A, H. H. KASSARJIAN and MASAO NAKANISHI, 
May, 148. 


See “Attitude and Opinion Measurement.” 


Tape Recording: Its Effect on Accuracy of Response 
Survey Interviews, W. A BELSON, August, 253. 


This article reports a study of the effects on the accuracy of 
survey data of tape recording an interview. Empirically matched 
samples were used each with a standard questionnaire, but for 
one a tape recorder was also used. The questions concerned 
newspaper readership, and data were available from another 
source for validating the replies. For the sample as a whole, 
there was no loss in accuracy because of tape recording. How- 
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ever, this reduced accuracy for the upper social groupings and 
increased accuracy for the lower. 


Testing A New Corporate Name, E. E. HEATON, JR., 
August, 279. 


See “Attitude and Opinion Measurement.” 


DATA COLLECTION METHODS 
Advance Letter in Mail Surveys, The, N. M. FORD, 


The effect of the advance letter was examined by experi- 
ments during two mail surveys. Results show the advance 
letter significantly improved response rates. The advance 
letter, however, did not affect how fast a questionnaire was 
returned, how many questions were not answered, and how the 
respondent answered the questions. 


Comparison of Brand-Share Data by Three Reporting 
Systems HENRY ASSAEL, November, 400. ail 


See “Brand Loyalty and Preference Studies.” 


Competitive Impact of a New Supermarket, L. P. 
’ BUCKLIN, November, 356. 


See ‘“Consumer and Market Area Research.” 


Evaluation of Total Survey Error, R. V. BROWN, 
May, 117. 


The evaluation of total error in survey findings is largely 
neglected. Confidence intervals and other common tools deal 
only with random and occasionally other limited errors. This 
article presents a new method by which market researchers 
and clients can interpret their information and judgment about 
all survey errors. 


‘Family Income Reported in Surveys: Husbands versus 
Wives, P. W. HABERMAN and JACK ELINSON, 
May, 191. 


Identical interviews with 645 husbands and wives provided 
an opportunity to examine agreement between spouses on 
reporting annual family income. Three-fifths of the pairs re- 
ported the same income, using 13 intervals. The ratio of hus- 
bands to wives reporting higher income was about 3 to 2. 


Handling the Neutral Vote in Paired Comparison 
Product Testing, S. F. ODESKY, May, 199. 


See “(Consumer and Market Area Research.” 


Note on Direct Observation of Purchasing Behavior, 
Claremont Graduate School Class in Marketing 
Research, Reply: W. D. WELLS and L. A. LO- 
SCIUTO, November, 404. 


See “Consumer and Market Area Research.” 


Study of Interviewer Behavior, A, B. SCHYBERGER, 
February, 32. 
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This article shows only small differences between experienced 
and inexperienced interviewers. Interviewers paid by the inter- 
view seem to do as reliable a job as interviewers paid by the 
hour. The use of planted respondents showed a surprisingly 
high number of deviations from instructed behavior, regardless 
of the interviewer’s experience, training or method of payment. 


Study of Selected Opinion Measurement Techniques, A, 
H. H. KASSARJIAN and MASAO NAKANISHI, 
May, 148. 


See ‘‘Attitude and Opinion Measurement.” 


Tape Recording: Its Effects on Accuracy of Response 
Survey Interviews, W. A. BELSON, August, 253. 


See “(Consumer and Market Area Research.” 


Use of Paired-Comparison Analysis to Increase Sta- 
tistical Power of Ranked Data, LOUIS COHEN, 
August, 309. 


See “Attitude and Opinion Measurement.” 
EXPERIMENTAL DESIGN 


Behavioral Experiment in Two-Person Bargaining, 
P. E. GREEN, IRWIN GROSS, and P. J. ROBIN- 
SON, November, 374. 


This article explores some of the behavioral implications of 
two-person bargaining. The generality of Schelling’s promi- 
nence principle for splitting the difference is examined under 
a variety of conditions. The authors conclude with a discus- 
sion of the possible uses of bargaining experiments in the de- 
velopment of descriptive and normative marketing theory. 


Competitive Impact of a New Supermarket, L. P. 
BUCKLIN, November, 356. 


See “Consumer and Market Area Research.” 


Consumption Coincidence in Product Evaluation, W. 
P. DOMMERMUTH and W. J. MILLARD, JR., 
November, 388. 


See ‘Consumer and Market Area Research.” 


Incieasing Precision of Market Testing, D. K. HARDIN 
and RAYMOND MARQUARDT, November, 396. 


See “Consumer and Market Area Research.” 


Laboratory Experiments in Marketing: The Experi- 
menter Effect, M. VENKATESAN, May, 142. 


See “Attitude and Opinion Measurement.” 
INTERVIEWING 


Advance Letter in Mail Surveys, The, N. M. FORD, 
.May, 202. 





See “Data Collection Methods.” 


Family Income Reported in Surveys: Husbands versus 
Wives, P. W. HABERMAN and JACK ELLISON, 
May 1967, 191. 


See “Data Collection Methods.” 


Study of Interviewer Behavior, A.. BO W:SON SCHY- 
BERGER, February, 32. 


See “Data Collection Methods.” 


Tape Recording: Its Effects on Accuracy of Response 
Survey Interviews, W. A. BELSON, August, 253. 


See “Consumer and Market Area Research.” 


MANAGEMENT SCIENCE 


Linear Programming and Media Selection: A Comment, 
S. F. STASCH; Reply: F. M. BASS and R. T. 
LONSDALE, May, 205. 


Because efficient media selection is a complex process, and 
because media costs are essentially linear, the most promising 
technique for media selection is linear programming. To im- 
prove its usefulness, it will first be necessary to collect more 
detailed readership data and to utilize more realistic restraints. 


Practical Procedure fo Media Selection, A, D. B. 
BROWN, August, 262. 


The principle of incremental analysis as applied to media 
selection problems is examined by illustrating some magazine- 
selection problems. Although these examples are simple, the 
method can be extenced to handle more complex problems. 
Incremental analysis can be applied to both print and broad- 
cast media campaigns, but it is most suitable for scheduling 
print advertising. 


Random Sums of Random Variables as Economic 
Processes: Sales, HASKEL BENISHAY, August, 296. 


The cumulation of a sum of N observations from a distribu- 
tion of Y where N and Y are linearly related random variables 
may serve as a model for the description of sales, insurance 
payments, changes in stock prices and other economic proc- 
esses. The expectation and variance of such a sum and other 
results are presented with an empirical example. This model 
may prove useful for description of various flow magnitudes 
per interval of time that are, in turn, random cumulations of 
random outcomes. 


Stochastic Model of Radio Listening, A, R. A. LAY- 
TON, August, 303. 


There has been considerable discussion of the validity of 
alternative measures of radio listening. Stochastic process 
models are used to explore the relationship between some 
common measures and in the process the sort of data that 
should ideally be collected is specified. 
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Variable-Sum Game Models of Marketing Problems, 
H. H. BALIGH and L. E. RICHARTZ, May, 173. 


Constrained and unconstrained models of a variable-sum 
market game characterizing the problem of television program- 
ming are developed. Solutions are obtained through the in- 
troduction of a nonresponding pseudo-firm which turns the 
game into a constant-sum one. The relative values of competi- 
tive and noncompetitive models are then discussed. 


MARKETING THEORY 


Models of Man as Defined by Marketing Research, 
A. J. KOVER, May, 129. 


See ‘‘Attitude and Opinion Measurement.” 


MARKOV CHAINS AND PROBABILITY MODELS 


Sales Planning and Control Using Absorbing Markov 
Chains, W. W. THOMPSON, JR. and J. U. Me- 
NEAL, February, 62. 


See “(Consumer and Market Area Research.” 


MEDIA AND ADVERTISING RESEARCH 


Attitude Changes Toward Foreign Products, C. C. 
REIERSON, November, 385. 


See “Attitude and Opinion Measurement.” 


Correlates of Grocery Product Consumption Rates, 
R. E. FRANK, W. F. MASSY, and H. W. BOYD, 
May, 184. 


See “Brand Loyalty and Preference Studies.” 


Expenditure Policy for Mail-Order Advertisers, J. L. 
SIMON, February, 59. 


This article is an analytical method for choosing the opti- 
mum promotional expenditure of mail-order advertisers, but 
is also appropriate for advertisers who keep customer sales 
records, and for decisions about the optimum size of the outside 
sales force. The only inputs required are the customer decay 
rate, the cost of money, and the number of customers produced 
by the advertising (or salesman) in period t. The value of a 
customer and the stream of future revenue are estimated, from 
which the optimizing calculation is made. 


Is JMR A Success? M. K. BLACK and J. R. GUN- 
NIGLE, February, 88. 


This survey of JMR subscribers and nonrenewals finds the 
subscribers to be generally relatively young, highly educated 
and to have incomes well above the national average. Most of 
the subscribers appear to be presidents, vice-presidents, re- 
search analysts, or marketing research directors of corpora- 
tions in addition to a large proportion of academic members. 


Linear Programming and Media Selection: A Com- 
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ment, S. F. STASCH; Reply: F. M. BASS and R. T. 
LONSDALE, May, 205. 


See ‘“‘Management Science.” 


Practical Procedure for Media Selection, A, D. B. 
BROWN, August, 262. 


See ‘Management Science.” 


Stochastic Model of Radio Listening, R. A. LAYTON, 
August, 303. 


See ‘‘Management Science.” 


METHODOLOGY NOT ELSEWHERE 
CLASSIFIED 


Computer Uses in Marketing Research: A Proposal, 
D. B. MONTGOMERY, May, 195. 


The need for a clearinghouse on computer applications in 
marketing research is developed and a solution proposed. A 
possible format for such a forum in JMR is outlined. 


Evaluation of Total Survey Error, R. V. BROWN, 
May, 117. 


See “Data Collection Methods.” 


Graphology: A New Marketing Research Technique, 
J. U. McNEAL, November, 363. 


Marketers are making great efforts to seek relationships 
between personality and consumer behavior. The extent of 
their success depends greatly, on the availability of adequate 
psychodiagnostic tools. This article discusses the possibilities 
of using graphoanalysis in marketing research related to con- 
sumers’ personality. 


Handling the Neutral Vote in Paired Comparison 
Product Testing, S. H. ODESKY, May, 199. 


See ‘(Consumer and Market Area Research.” 


Measure for Determining Differential Growth Rates 
of Markets, D. L. HUFF and LAWRENCE SHERR, 
November, 391. 


This article describes a method for measuring the growth of 
markets that overcomes many of the limitations inherent in 
the use of absolute and relative measures. 


Paired Comparisons and Graph Theory, J. B. KER- 
NAN, February, 67. 


This article is a technical note on a problem frequently en- 
countered in assessing consumer preferences. Intransitivity 
is seen in situations where Product a is preferred to Product 5, 
b to c, but c to a. Inadequate preference transitivity casts 
suspicion on rank orders of products derived from series of 
paired comparisons. This problem can be given graph theoretic 
treatment which, although it offers no absolute solution, does 
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make the problem clearer and emphasizes the area of the 
analyst’s judgment. 


MISCELLANEOUS 


Looking Back to 1967, ROBERT FERBER, May, 210. 


A comment on current trends in marketing research by the 
editor of JMR, Robert Ferber. 


New Section for JMR, A, ROBERT FERBER, Novem- 
ber, 405. 


The role of computers in marketing research is discussed 
and an announcement is made of the advent of a new section 
in JMR, on computer applications and marketing research. 


Preparation of Students for Marketing Research, J. 
R. MILLER, February, 82. 


There appears to be a substantial difference between the 
attitudes of professors of marketing and marketing research 
and those of practitioners on the kind of training necessary to 
prepare students for careers in marketing research. Recent 
research shows that many professors still have the same atti- 
tudes found in a 1957 study by the subcommittee on the teach- 
ing of marketing research of the American Marketing Associa- 
tion. In the meantime, marketing research has taken on new 
dimensions that require an even broader background in the 
social sciences. 


PANEL METHODS 


Conditional Trend Analysis: A Breakdown by Initial 
Purchasing Level, G. J’ GOODHARDT and A. S. C. 
EHRENBERG, May, 155. 


See “(Consumer and Market Area Research.” 


PROJECTIVE AND OTHER PSYCHOLOGICAL 
METHODS 


Application of Pupil Response to Before and After 
Experiments, R. S. HALPERN, August, 320. 


This article discusses the applicability of pupil response 
measures, as an alternative approach to consumers’ verbal or 
written responses to questionnaires in before-and-after studies, 
and reports the findings of a recent study. 


Behavioral Experiment in Two-Person Bargaining, 
P. E. GREEN, IRWIN GROSS, and P. J. ROBIN- 
SON, November, 374. 


See “Experimental Design.” 


Consumption Coincidence in Produci Evaluation, W. 
P. DOMMERMUTH and W. J. MILLARD, JR., 
November, 388. 


See “Consumer and Market Area Research.” 





420 


Customer Impulse Purchasing Behavior, D. T. KOL- 
LAT and R. P. WILLETT, February, 21. 


See “Attitude and Opinion Measurement.” 


Exploring Interaction in a Marketing Situation, GER- 
ALD ALBAUM, May, 168. 


See “Attitude and Opinion Measurement.” 


Influence of Product Preference on Dissonance Reduc- 
tion, L. As LOSCIUTO and ROBERT PERLOFF, 
August, 286. 


See “Attitude and Opinion Measurement.” 


Laboratory Experiments in Marketing: The Experi- 
menter Effect, M. VENKATESAN, May, 142. 


See “Attitude and Opinion Measurement.” 


Selecting Scales to Measure Attitude Change, G. D. 
HUGHES, February, 85. 


See “Attitude and Opinion Measurement.” 


Self-Confidence and Persuasion in Car Buying, G. D. 
BELL, February, 46. 


See “Attitude and Opinion Measurement.” 


Semantic Generalization in the Formation of Con- 
sumer Attitudes, J. K. KERBY, August, 314. 


See ‘‘Attitude and Opinion Measurement.” _ 


Testing A New Corporate Name, E. E. HEATON, JR., 
August, 279. 


See ‘Attitude and Opinion Measurement.” 


QUALITY CONTROL 


Evaluating the Quality of Marketing Research Con- 
tractors, C.S. MAYER, May, 134. 


This article suggests an explicit system for evaluating the 


quality of work performed by outside suppliers of marketing 
research. 


QUESTIONNAIRE CONSTRUCTION 


Effect of Question Wording on Response Distribution, 
MARVIN BELKIN and SEYMOUR LIEBERMAN, 
August, 312. 


See “‘Brand Loyalty and Preference Behavior.”’ 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1967 


REGRESSION AND OTHER MULTIVARIATE 
METHODS 


Developing Marketing Strategy Through Multiple Re- 
gression, E. D. WIRTH, JR., August, 318. 


See “Consumer and Market Area Research.” 


Household Correlates of Package-Size Proneness for 
Grocery Products, R. E. FRANK, S. P. DOUGLAS, 
and R. E. POLLI, November, 381. 


See “Attitude and Opinion Measurement.” 


RESEARCH ADMINISTRATION AND USE 


Computer Uses in Marketing Research: A Proposal, 
D. B. MONTGOMERY, May, 195. 


See “Methodology Not Elsewhere Classified.” 
Evaluating the Quality of Marketing Research Con- 
tractors, C.S. MAYER, May, 134. 


See ‘Quality Control.” 


RETAILING AND WHOLESALING 


Attitude Changes Toward Foreign Products, C. C. 
REIERSON, November, 385. 


See “Attitude and Opinion Measurement.” 


Competitive Impact of a New Supermarket, L. P. 
BUCKLIN, November, 356. 


See “Consumer and Market Area Research.” 


Consumer Convenience and Retail Area Structure, 
D. L. THOMPSON, February, 37. 


See ‘(Consumer and Market Area Research.” 


Estimating Ultimate Performance Levels of New Re- 
tail Outlets, R. F. KELLY, February, 13. 


A function, ordinarily associated with the diffusion of new 
consumer products, was used to predict eventual levels of 
penetration and patronage for a new retail outlet. A comparison 
of estimates with store performance levels suggests that the 
approach may have operational value for at least some kinds 
of retail establishments. 


Increasing Precision of Market Testing, D. K. HARDIN 
and RAYMOND MARQUARDT, November, 396. 


See “Consumer and Market Area Research.” 


Measure for Determining Differential Growth Rates of 
Markets, D. L. HUFF and LAWRENCE SHERR, 
November, 391. 


See “Methodology Not Elsewhere Classified.” 





ANNOTATED SUBJECT INDEX, VOLUME IV, 1967 


SALES FORECASTING 


Consumer Convenience and Retail Area Structure, D. 
L. THOMPSON, February, 37. 


See ‘(Consumer and Market Area Research.” 


Estimating Ultimate Performance Levels of New Re- 
tail Outlets, R. F. KELLY, February, 13. 


See “Retailing and Wholesaling.” 


Random Sums of Random Variables as Economic 
Processes: Sales) HASKEL BENISHAY, August, 
296. 


See ‘‘Management Science.” 


Sales Planning and Control Using Absorbing Markov 
Chains, W. W. THOMPSON, JR. and J. U. Mc- 
NEAL, February, 62. 


See “Consumer and Market Area Research.” 


SALES TECHNIQUES AND EVALUATION 


Estimating Ultimate Performance Levels of New Re- 
tail Outlets, R. F. KELLY, February, 13. 


See ‘Retailing and Wholesaling.” 


Sales Planning and Control Using Absorbing Markov 
Chains, W. W. THOMPSON, JR. and J. U. Mce- 
NEAL, February, 62. 


See “Consumer and Market Area Research.’’ 


SIMULATION 


Variable-Sum Game Models of Marketing Problems, 
H. H. BALIGH and L. E. RICHARTZ, May 1967, 
173. 


See ‘‘Management Science.” 


‘AUTHORS* 


Adler, Lee, August, 325r. 
Albaum, Gerald, May, 168. 
Arndt, Johan, August, 291. 
Assael, Henry, November, 400c. 
Baligh, Helmy H., May, 173. 
Banks, Seymour, February, 93r. 
Bass, Frank M., May, 208c. 
Belkin, Marvin, August, 312c. 
Bell, Gerald D., February, 46. 
Belson, William A., August, 253. 


* “c’? denotes Communications; “r’’ Book Reviews. 


Benishay, Haskel, August, 296. 

Black, Mary K., February, 88c; May, 216r. 

Boyd, Harper W., May, 184. 

Brown, Douglas B., August, 262. 

Brown, Rev. V., May, 117. 

Bucklin, Louis P., November, 356. 

Burger, Philip C., November, 349. 

Claremont Graduate School Class in Marketing Re- 
search, November, 402c. 

Cohen, Joel B., August, 270. 

Cohen, Louis, August, 309c. 

Dommermuth, William P., February, 93r; November, 
388. 

Douglas, Susan P., November, 381. 

Ehrenberg, A. S. C., May, 155. 

Elinson, Jack, May, 191. 

Ferber, Robert, May, 210; November, 405. 

Field, Mervin D., August, 324r. 

Ford, Neil M., May, 202c. 

Fourt, Louis A., November, 408r. 

Frank, Ronald E., February, 54; May, 184; Novem- 
ber, 381. 

Frevert, R. Fred, August, 249. 

Fry, Joseph N., August, 237. 

Goodhardt, G. J., May, 155. 

Green, Paul E., February, 54; November, 374; Novem- 
ber, 406r. 

Greene, Edmund, May, 213r. 

Gross, Edwin J., February, 92r. 

Gross, Irwin, November, 374. 

Gunnigle, J. Robert, February, 88c. 

Haberman, Paul W., May, 191. 

Halpern, Richard S., August, 320c. 

Hardin, David K., November, 396. 

Harris, Leslie, May, 212r. 

Heaton, Eugene E., Jr., August, 279. 

Huff, David L., November, 391. 

Hughes, G. David, February, 85c. 

Kassarjian, Harold H., May, 148. 

Kelly, Robert F., February, 13. 

Kerby, Joe Kent, August, 314c. 

Kernan, Jerome B., February, 67. 

Kollat, David T., February, 21. 

Kover, Arthur J., May, 129. 

Layton, Roger A., August, 303. 

Lieberman, Seymour, August, 312c. 

Lippitt, Vernon G., May, 215r. 

Lonsdale, Ronald T., May, 208c. 

LoSciuto, Leonard A., August, 286; November, 404c. 

Marquardt, Raymond, November, 396. 

Martin, Preston, May, 163. 

Massy, William F., May, 184. 

Matamoros, Albert G., August, 326r. 

Mayer, Charles S., May, 134; August, 326r. 

McNeal, James U., February, 62; November, 363. 

Meissner, Frank, February, 94r. 

Mendelsohn, Harold, November, 407r. 

Millard, William J. Jr., November, 388. 





422 


Miller, J. Robert, February, 82c. 
Montgomery, David B., May, 195c. 
Myers, John G., February, 73. 
Nakanishi, Masao, May, 148. 
Naylor, James C., May, 214r. 
Odesky, Stanford H., May, 199c. 


Orenstein, Frank E., August, 322r; November, 409r. 


Perloff, Robert, August, 286. 
Pessemier, Edgar A., November, 349. 
Polli, Rolando E., November, 381. 
Popielarz, Donald T., November, 368. 
Richartz, Leon E., May, 173. 
Reierson, Curtis C., November, 385. 
Robinson, Patrick J., November, 374. 
Schyberger, Bo W:son, Febrary, 32. 
Sherr, Lawrence, November, 391. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1967 


Sieber, Harry F., Jr., February, 54. 
Simon, Julian L., February, 59. 
Stasch, Stanley F., May, 205c. 
Sumichrast, Michael, November, 410r. 
Teper, Lazare, November, 410r. 
Thomspon, Donald L., February, 37. 
Thompson, William W., Jr., February, 62. 
Tigert, Douglas J., November, 349. 
Twedt, Dik, August, 327r. 
Venkatesan, M., May, 142. 

Verdoorn, P. J., February, 91r. 

Wells, William D., November, 404c. 
Willett, Ronald P. T., February, 21. 
Wilson, Thurlow R., November, 408r. 
Wirth, Edward D., Jr., August, 318c. 





Journal of Marketing Research 


Annual Alphabetical Index, 
Author / Title 
Volume IV, 1967 


ARTICLES 


Attitude Changes Toward Foreign Products, C. C. 
REIERSON, November, 385. 


Behavioral Experiment in Two-Person Bargaining, A, 
P. E. GREEN, IRWIN GROSS, and P. J. ROBIN- 
SON, November, 374. 


Can New Product Buyers Be Identified? E. A. PES- 
SEMIER, P. C. BURGER, and D. J. TIGERT, 
November, 349. 


Competitive Impact of a New Supermarket, L. P. 
BUCKLIN, November, 356. 


Conditional Trend Analysis: A Breakdown by Initial 
Purchasing Level, G. J. GOODHARDT and A. S. 
C. EHRENBERG, May, 155. 


Consumer Convenience and Retail Area Structure, 
D. L. THOMPSON, February, 37. 


Consumption Coincidence in Product Evaluation, 
W. P. DOMMERMUTH and W. J. MILLARD, Jr., 
November, 388. 


Correlates of Grocery Product Consumption Rates, 
R. E: FRANK, W. F. MASSY, and H. W. BOYD, May, 
184. 


Customer Impulse Purchasing Behavior, D. T. KOL- 
LAT and R. P. WILLETT, February, 21. 


Determinants of Private Brand Attitude, J. G. MYERS, 
February, 73. 


Estimating Ultimate Performance Levels of New Re- 
tail Outlets, R. F. KELLY, February, 13. 


Evaluating the Quality of Marketing Research Con- 
tractors, C.S. MAYER, May, 134. 


Evaluation of Total Survey Error, R. V. BROWN, 
May, 117. 


Expenditure Policy for Mail-Order Advertisers, J. L. 
SIMON, February, 59. 


Exploration of Perceived Risk and Willingness to Try 
New Products, An, D. T. POPIELARZ, November, 
368. 


Exploring Interaction in a Marketing Situation, 
GERALD ALBAUM, May, 168. 


Family Branding and Consumer Brand Choice, J. N. 
FRY, August, 237. 


Family Income Reported in Surveys: Husbands versus 
Wives, P. W. HABERMAN and JACK ELINSON, 
May, 191. 


Graphology: A New Marketing Research Technique’ 
J. U. MCNEAL, November, 363. 


Household Correlates of Package-Size Proneness for 
Grocery Products, R. E. FRANK, S. P. DOUGLAS, 
and R. E. POLLI, November, 381. 


Household Correlates of Purchase Price for Grocery 
Products, R. E. FRANK, P. E. GREEN, and H. F. 
SIEBER, JR., February, 54. 


Increasing the Precision of Market Testing, D. K. 
HARDIN and RAYMOND MARQUARDT, Novem- 
ber, 396. 


Influence of Product Preference on Dissonance Reduc- 
tion, L. A. LOSCIUTO and ROBERT PERLOFF, 
August, 286. 


Interpersonal Orientation to the Study of Consumer 
Behavior, An, J. B. COHEN, August, 270. 


Laboratory Experiments in Marketing: The Experi- 
menter Effect, M. VENKATESAN, May, 142. 


Measure for Determining Differential Growth Rates 
of Markets, D. L. HUFF and LAWRENCE SHERR, 
November, 391. 


Models of Man as Defined by Marketing Research, 
A. J. KOVER, May, 129. ' 


Observational Criterion of Repurchase Performance, 
R. F. FREVERT, August, 249. 


Paired Comparisons and Graph Theory, J. B. KER- 
NAN, February, 67. 





Journal of Marketing Research, 
Vol. IV (November 1967), 423-6 





424 


Practical Procedure for Media Selection, A, DOUGLAS 
B. BROWN, August, 262. 


Random Sums of Random Variables as Economic 
Processes: Sales, HASKEL BENISHAY, August, 296. 


Role of Product-Related Conversations in the Diffusion 
of a New Product, JOHAN ARNDT, August, 291. 


Sales Planning and Control Using Absorbing Markov 
Chains, W. W. THOMPSON, JR. and J. U. MC- 
NEAL, February, 62. 


Savings and Loans in New Submarkets: Search for 
Predictive Factors, PRESTON MARTIN, May, 163. 


Self-Confidence and Persuasion in Car Buying, G. 
D. BELL, February, 46. 


Stochastic Model of Radio Listening, A, R. A. LAY- 
TON, August, 303. 


Study of Interviewer Behavior, A, BO W:SON SCHY- 
BERGER, February, 32. 


Study of Selected Opinion Measurement Techniques, 
A, H. H. KASSARJIAN and MASAO NAKANISHI, 
May, 148. 


Tape Recording: Its Effects on Accuracy of Response 
Survey Interviews, W. A. BELSON, August, 253. 


Testing A New Corporate Name, E. E. HEATON, JR., 
August, 279. 


Variable-Sum Game Models of Marketing Problems, 
H. H. BALIGH and L. E. RICHARTZ, May, 173. 


COMMUNICATIONS 


Advance Letter in Mail Surveys, The, N. M. FORD, 
May, 202. 


Application of Pupil Response to Before and After 
Experiments, R. S. HALPERN, August, 320. 


Comparison of Brand Share Data by Three Reporting 
Systems, HENRY ASSAEL, November, 400. 


Computer Uses in Marketing Research: A Proposal, 
D. B. MONTGOMERY, May, 195. 


Developing Marketing Strategy Through Multiple Re- 
gression, E. D. WIRTH, JR., August, 318. 


Effect of Question Wording on Response Distribution, 
MARVIN BELKIN and SEYMOUR LIEBERMAN, 
August, 312. 


Handling the Neutral Vote in Paired Comparison 
Product Testing, S. H. ODESKY, May, 199. 


Is JMR a Success? M. K. BLACK and J. R. GUN- 
NIGLE, February, 88. 


Linear Programming and Media Selection: A Comment, 
S. F. STASCH; Reply: F. M. BASS and R. T. 
LONSDALE, May, 205. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1967 


Note on Direct Observations of Purchasing Behavior, 
CLAREMONT GRADUATE SCHOOL IN MAR- 
KETING RESEARCH; Reply: W. D. WELLS and 
L. A. LOSCIUTO, November, 402. 


Preparation of Students for Marketing Research, J. 
R. MILLER, February, 82. 


Selecting Scales to Measure Attitude Changes, G. D. 
HUGHES, February, 85. 


Semantic Generalization in the Formation of Consumer 
Attitudes, J. K. KERBY, August, 314. 


Use of Paired-Comparison Analysis to Increase Sta- 
tistical Power of Ranked Data, LOUIS COHEN, 
August, 309. 


EDITORIALS 


Looking Back to 1967, ROBERT FERBER, May, 210. 


New Sections for JMR, ROBERT FERBER, Novem- 
ber, 405. 


BOOK REVIEWS 


ASH, ROBERT, Information Theory, J. C. Naylor, 
May, 214. 


BLANKENSHIP, A. B., and DOYLE, J. B., Marketing 
Research Management, M. D. Field, August, 324. 


CARMAN, J. M., The Application of Social Class in 
Market Segmentation, E. J. Gross, February, 92. 


, Studies in the Demand for Consumer House- 
hold Equipment, Vernon G. Lippitt, May, 215. 


COOMBS, C. H., A Theory of Data, P. E. Green, 
November, 406. 


Computer Usage Company Staff, Programming the 
IBM System, Leslie Harris, May, 212. 


FEDERAL ELECTRIC CORPORATION, How to 
Write Effective Reports, M. K. Black, May, 216. 


FERBER, ROBERT, The Reliability of Consumer 
Reports of Financial Assets and Debts, C. S. Mayer, 
August, 326. 


HANAN, MACK, The Critical Partnership: Standards 
of Advertising Agency Selection and Performance, 
Dik Twedt, August, 327. 


LOCKLEY, L. C., et al., A Marketing Guide to Peru, 
Frank Meissner, February, 94. 


MARC, MARCEL, Attempts at Measuring the Effec- 
tiveness of Advertising, Do People Really Read Ad- 
vertisements?, How to Choose Between Major Cate- 
gories of Media, F. E. Orenstein, November, 409. 





ANNUAL ALPHABETICAL INDEX, VOLUME IV, 1967 


MARKETMATH, INC., How Consumer Characteris- 
tics Relate to Product Usage, Seymour Banks, Feb- 
ruary, 93. 


MAYER, MARTIN, The Intelligent Man’s Guide to 
Sales Measures of Advertising, Lee Adler, August, 
325. 


MILLER, H. P., Income Distribution in the United 
States, Lazare Teper, November, 410. 


PESSEMIER, E. A., New-Product Decisions, L. A. 
Fourt, November, 408. 


POPELL, S. D., ef a/l., Computer Time-Sharing—Dy- 
namic Information Handling for Business, Leslie 
Harris, May, 213. 


REICHARD, R. S., Practical Techniques of Sales Fore- 
casting, A. G. Matamoros, August, 326. 


REVZAN, D. A., The Marketing Significance of Geo- 
graphical Variations in Wholesale/Retail Sales Ratios, 
W. P. Dommermuth, February, 93. 


RIGBY, P. H., Conceptual Foundation of Business 
Research, P. J. Verdoorn, February, 91. 


SPROWLS, R. C., Computers: A Programming Prob- 
lem Approach, Leslie Harris, May, 212. 


STACEY, NICHOLAS A. H. and WILSON, AUBREY, 
Industrial Marketing Research: Management and 


Technique, Edmund Greene, May, 213. 


STARCH, DANIEL, Measuring Advertising Reader- 
ship and Results, F. E. Orenstein, August, 322. 


STEPHENSON, WILLIAM, The Play Theory of Mass 
Communication, Harold Mendelsohn, November, 
407. 


WEBB, E. J., e¢ al., Unobtrusive Measures: Nonreac- 
tive Research in the Social Sciences, T. R. Wilson 
November, 408. 


WRIGHT, T. R., Housing Construction Statistics 1889 
to 1964, Michael Sumichrast, November, 410. 


AUTHORS 


Adler, Lee, August, 325r. 
Albaum, Gerald, May, 168. 
Arndt, Johan, August, 291. 
Assael, Henry, November, 400c. 
Baligh, Helmy H., May, 173. 
Banks, Seymour, February, 93r. 
Bass, Frank M., May, 208c. 
Belkin, Marvin, August, 312c. 
Bell, Gerald D., February, 46. 
Belson, William A., August, 253. 
Benishay, Haskel, August, 296. 
Black, Mary K., February, 88c; May, 216r. 
Boyd, Harper W., May, 184. 


Brown, Douglas B., August, 262. 

Brown, Rex. V., May, 117. 

Bucklin, Louis P., November, 356. 

Burger, Philip C., November, 349. 

Claremont Graduate School Class in Marketing Re- 
search, November, 402c. 

Cohen, Joel B., August, 270. 

Cohen, Louis, August, 309c. 

Dommermuth, William P., February, 93r; November, 
388. 

Douglas, Susan P., November, 381. 

Ehrenberg, A. S. C., May, 155. 

Elinson, Jack, May, 191. 

Ferber, Robert, May, 210; November, 405. 

Field, Mervin D., August, 324r. 

Ford, Neil M., May, 202c. 

Fourt, Louis A., November, 408r. 

Frank, Ronald E., February, 54; May, 184; Novem- 
ber, 381. 

Frevert, R. Fred, August, 249. 

Fry, Joseph N., August, 237. 

Goodhardt, G. J., May, 155. 

Green, Paul E., February, 54; November, 374; Novem- 
ber, 406r. 

Greene, Edmund, May, 213r. 

Gross, Edwin J., February, 92r. 

Gross, Irwin, November, 374. 

Gunnigle, J. Robert, February, 88c. 

Haberman, Paul W., May, 191. 

Halpern, Richard S., August, 320c. 

Hardin, David K., November, 396. 

Harris, Leslie, May, 212r. 

Heaton, Eugene E., Jr., August, 279. 

Huff, David L., November, 391. 

Hughes, G. David, February, 85c. 

Kassarjian, Harold H., May, 148. 

Kelly, Robert F., February, 13. 

Kerby, Joe Kent, August, 314c. 

Kernan, Jerome B., February, 67. 

Kollat, David T., February, 21. 

Kover, Arthur J., May, 129. 

Layton, Roger A., August, 303. 

Lieberman, Seymour, August, 312c. 

Lippitt, Vernon G., May, 215r. 

Lonsdale, Ronald T., May, 208c. 

LoSciuto, Leonard A., August, 286; November, 404c. 

Marquardt, Raymond, November, 396. 

Martin, Preston, May, 163. 

Massy, William F., May, 184. 

Matamoros, Albert G., August, 326r. 

Mayer, Charles S., May, 134; August, 326r. 

McNeal, James U., February, 62; November, 363. 

Meissner, Frank, February, 94r. 

Mendelsohn, Harold, November, 407r. 

Millard, William J. Jr., November, 388. 

Miller, J. Robert, February, 82c. 

Montgomery, David B., May, 195c. 

Myers, John G., February, 73. 





426 


Nakanishi, Masao, May, 148. 
Naylor, James C., May, 214r. 
Odesky, Stanford H., May, 199c. 


Orenstein, Frank E., August, 322r; November, 409r. 


Perloff, Robert, August, 286. 
Pessemier, Edgar A., November, 349. 
Polli, Rolando E., November, 381. 
Popielarz, Donald T., November, 368. 
Richartz, Leon E., May, 173. 
Reierson, Curtis C., November, 385. 
Robinson, Patrick J., November, 374. 
Schyberger, Bo W:son, February, 32. 
Sherr, Lawrence, November, 391. 
Sieber, Harry F., Jr., February, 54. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1967 


Simon, Julian L., February, 59. 
Stasch, Stanley F., May, 205c. 
Sumichrast, Michael, November, 410r. 
Teper, Lazare, November, 410r. 
Thompson, Donald L., February, 37. 
Thompson, William W., Jr., February, 62. 
Tigert, Douglas J., November, 349. 
Twedt, Dik, August, 327r. 
Venkatesan, M., May, 142. 

Verdoorn, P. J., February, 9Ir. 

Wells, William D., November, 404c. 
Willett, Ronald P. T., February, 21. 
Wilson, Thurlow R., November, 408r. 
Wirth, Edward D., Jr., August, 318c. 














. cf : 4 a 
of rn 
/ Lor ‘ { Pe ‘ 
a “ if a . ’ j ‘ icon iW wie. ete te 
\ ‘ : baler , .Y , - . . 
We ‘ ere : 7 : re ‘ ' ee tS ” 
fas ‘ ty ‘ Py f U , € ’ ‘ . 
. . 
= \ 
. 4‘ 
. 
oa 
ad 4 . S 
© : > a 
sm ry = ’ 
fi \ 5 
* 
° , ; 
e . . are 4 
a 
. . 
. 6 
. 
’ 
Qa ‘ 
& 
’ 
ma, 
- ne . 
> ' 
. 
bi 4 
- ( 4 
: * 
att a » 
7 4 
‘ : : oe 
i 
* can 
ir. 
Cea ‘ - 
, 
‘ -_ 
' 
7 ( 
eter oN 
Ree 
. - 


